1.6 Offering balanced critique

Scope
This document is intended for those in the health and wellness
industry who produce and disseminate content to consumers
in Europe and the USA. This document aims to provide
guidance on the importance of offering fair and balanced
critique.

Why it is important to publish
content with a balanced critique
When communicating your views, your experience and
research on a health and wellness topic, it is important to take
in to account the exact wording and tone of language that you
use.
Any content that can be deemed disparaging towards other
brands, companies or influencers, will be received with minimal
tolerance and risks being reported and/or banned. Unfairly
denigrating the activities or products of a health and wellness
competitor, gives you and by extension, the industry as a
whole, a negative reputation.
In those instances where you are discussing the evidence and/
or your views on a product or brand and making comparisons
of the features and benefits of that brand with those of
others available, your content must be delivered in a fair and
balanced manner. You must not make any unjustified claims
of your own towards your competitors or disparage the views
and opinions of other influencers in the field. You must also
ensure that you substantiate your claims as well as those of
your competitor(s).
By communicating health and wellness content in this way, you
are ensuring that your audience receives the information in an
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unbiased fashion and it will allow them to make up their own mind on the decision they wish to take as a result.
This responsible and considered approach to an ethical way of presenting information, is what will underpin the
credibility of the health and wellness industry.

Checklist for offering balanced critique
When developing content on a chosen health and wellness topic, it will be important to check:
● The language and tone of the content that you have produced, and if it contains any disparaging messaging
or claims towards your competitor(s)
● Whether the language you have used is not overly biased towards one side and does contain overly emotional
or exaggerated wording and/or tone
● That you have provided full substantiation of your claims and those of your competitor
● Your content has been proof-read by an unbiased third party to check the criteria listed above have been met
before it is publically disseminated
● You have not negatively exaggerated your views or opinions towards other brands, companies or influencers
● You have not disparaged the views or opinions of other influencers in the industry
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If you are a wellness brand, publisher, expert,
influencer or ambassador who cares about
credibility and wants to improve standards
within the industry, find out how to apply for
the WellSpoken Mark and join our growing
community of trusted names:
W: www.wearewellspoken.com
E: info@wearewellspoken.com

Copyright © 2019 by WellSpoken.
The WellSpoken Mark is a registered trademark of WellSpoken Ltd

